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DEDICATED SUSTAINABILITY 

SOLUTIONS FOR CONSUMER GOODS 

SGS CTS Sustainability Services 

Social  

Responsibility 

Ecodesign  

REACH 
Restricted substances management 

 

¶ Social Audits 

¶ Bribery prevention 

¶ Anti-corruption Audits 

¶ SVHC testing 

¶ REACH only representative 

¶ SIEF and Third party 
representation 

¶ Safety data sheet 

Promote Analyse Design 



SGSôs ECO-DESIGN SERVICES 

Promote Analyse Design 

ÅBenchmarks 

ÅMarket analysis 

ÅDiagnostics 

ÅScreening LCA 

ÅFull LCA 

ÅCarbon Footprint 

ÅEco-design consultancy 

ÅTraining 

ÅComparative LCA 

ÅCreativity workshops 

ÅPackaging improvement 

ÅResponsible purchasing 

/procurement 

ÅCommunication strategy 

ÅGreen claims Validation 

ÅEnvironmental Product 

declarations 

ÅEnvironmental Labelling 

ÅProduct Carbon Footprint 

Marks 



TRENDS AND NEEDS 

Â Consumers are increasingly concerned by the 

environmental impact of the product they buy 
 

Â Consumers / stakeholders demand more transparency and 

information on products:  
Á According to a 2010 survey performed on the French market, 74% of 

consumers* - 66% in 2011- said they want to see environmental impact 

information on the products they buy. 

Á 51% of consumers declare not to buy a product from companies whom they 

disapprove of their behavior and prefer to buy products in line with their own 

convictions. 

Â Carbon footprint is one of the most widely known and 

recognised environmental impacts 

 

* Ethicity 2010 & 2011,  yearly survey on French market 



CARBON FOOTPRINT : A MARKETING TOOL 

Â Adding a carbon footprint on a product provides consumers with 

the simple selection criteria they are looking for 
 

Â Brands and Retailers are increasingly using the environmental 

impact of the product as a marketing tool. 



Â 76% of consumers purchase some green products currently 

Â 8% of consumers buy green products as their purchases majority 

Â 1% of consumers stop buying after the purchase of green products 

at one point 

Â Almost all consumers who buy green expect to remain green, while 

those who don't buy certain product categories of green products 

intend to do so in the future  

GREEN IS A MAINSTREAM 

Source: A survey of 520 US green consumers who are aware of green products and who have purchased green products in the past, Grail Research, LLC 

Purchase Behavior Age 



PRODUCT ENVIRONMENTAL ASSESSMENT-CO2 LABELLING 

Â In 2007, Casino France collected the environmental data concerning 220 

products with the supplierôs participation. 

Â CO2 labelling will be implemented on 3000 product approximately.  

 

 

 

 

Explanation of Casino group concerning its 

initiative of CO2 labelling  
A little ruler to know the environmental 

impact level of the Product. 
Source: www.groupe-casino.fr 



JAPAN 

carbon footprint labelling on food packaging and other 

products in an ambitious scheme to persuade 

companies and consumers to do more to reduce their 

GHG emissions. 

 

The labels will appear on food, drink, detergents and 

electrical appliances 



PRODUCT CARBON FOOTPRINT 



KOREA CARBON FOOTPRINT LABEL 

Selection of 10 

target products 

for Pilot 

Carbon label 

project 

beginning from 

2008 



UNITED STATES: CARBON FREE LABEL 

The Carbon Fund, an independent  non-

profit carbon offset provider, developed the 

óCertified CarbonFreeô label along with 

Edinburgh Center for Carbon Management 

 

This label is based on ISO lifecycle analysis 

standards, the GHG protocol and the 

UK Carbon Trustôs (2007)  Methodology 

Range covers certain products of drinks 

manufacturer, organic sugar company  & also 

cellphone company 



GERMAN 1ST PROJECT OF PCF 

In the first project of its kind in Germany, ten 

businesses came together in 2008 to start 

measuring the life cycle emissions of CO2 and 

other greenhouse gases related to selected 

products and services - the Product Carbon 

Footprint 



CARBON LABELS IN SWITZERLAND 

Switzerlandôs top supermarket chain, 

Migros, last year embarked on a product 

carbon labelling programme. Consumers 

can now find seven Migros own-brand 

products carrying the Climatop carbon 

label. 

The test results are independently checked. 

To be a CO2 Champion, a product must emit 

around 20 less CO2. Migros introduced the 

label in 2008. Now more than 100 products 

carry the logo 



PRODUCT CARBON FOOTPRINT 

Â SGS Sustainability Services can provide assistance with all steps up of implementation for partial or 

full life cycle including calculation using specialist databases 

Â Data collection includes primary data collected from suppliers and secondary data from life 

cycle databases / literature researches 

PRODUCT CARBON FOOTPRINT 

Japan 

Korea 

Germany 

Taiwan 

France 

UK 

Thailand 
SGS 


